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A B S T R A C T
The p u r p o s e  of this study is to i n v e s t i g a t e  the 
m a r k e t i n g  s t r a t e g i e s  of J a p a n e s e  d e p a r t m e n t  stores in Hong 
Kong. T h r e e  have b een e x a m i n e d (  M i t s u k o s h i ,  Sogo and Tokyu 
). T h e  J a p a n e s e  c o m p a n i e s  are n oted for their analysis of 
o v e r s e a s  m a r k e t  o p p o r t u n i t i e s  and their ability to adopt 
s u i t a b l e  a d a p t a t i o n  s t r a t e g i e s  to e n s u r e  good growth in sales 
and m a r k e t  share, wh i l e  at the same time p r e s erving their
co m p an y  m isssio n .
ii
D a t a  was c o l l e c t e d  p r i m a r i l y  through o b s e r v a t i o n  and 
i n t e r v i e w s .  O b s e r v a t i o n  was used to collect some tangible 
data, e.g. price, p r o d u c t  mix, layout and p r o m o t i o n  
c a m p a i g n s .  I n t e r v i e w s  were used to ga;,n more in-depth and 
less v i s i b l e  i n f o r m a t i o n  about each d e p a r t m e n t  store, e.g. 
its m a r k e t i n g  strategies, c o r p o r a t e  missions and m a r k e t i n g  
o b j e c t i v e s .  Books and p e r i o d i c a l s  were used for the purpose 
of c o l l e c t i n g  sec o n d a r y  data.
The study is b a s i c a l l y  an e x p l o r a t o r y  one, and later a 
c o m p a r i s o n  b e t w e e n  the three d e p a r t m e n t  stores is made on the 
basis of four d i m e n s i o n s  of m a r k e t i n g  strategies: Product, 
price, p r o m o t i o n  and location.
F o l l o w i n g  the data of compa r i s o n ,  a chapter is devoted 
to the g e n e r a l i z a t i o n  of flex i b l e  marketing strategies of 
J a p a n e s e  d e p a r t m e n t  stores in Hong Kong. The thesis is that 
the a d a p t a t i o n  strategies of the three Japanese department 
stores studied are bas i c a l l y  similar in such a distinct 
m a r k e t  like Hong Kong.
3
The findings in the research and the conclusions drawn
from these findings can be taken as reference for those who
are interested in studying Japanese firms' overseas marketing
strategies. It is the author's hope that a more extensive
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rnis stuay examines the adaptation of marketinf
strategies of Japanese department stores in Hong Kong.
Japanese department stores are known for their market
analysis and long term planning. They consistently desigr
marketing strategies which successfully meet the needs of the
market. The marketing environments of Hong Kong and Japar
are considerably different. But just how adaptative are the
marketing strategies of the Japanese department stores ir
meeting customers' needs and achieving their own marketing
objectives?
The first chapter introduces and defines the scope of
the study. Some background information regarding the retail
industry in Hong Kong is also provided for reference.
The second chapter describes the methodology of the
study, including the overall approach used and the methods of
data collection employed. The limitations of the study are
also discussed.
The third chapter offers case studies of three Japanese
department stores: Sogo, Mitsukoshi and Tokyu.
The fourth chapter also provides a model comparing the
three department stores in terms of marketing strategies,
including product, price, promotions and location.
The fifth chapter is an appendix, reviewing the general
features of the adaptations employed by Japanese department
8
stores in Hong Kong.
The sixth chapter explores the future of Japanese
department stores in Hong Kong.
The seventh and last chapter is devoted to concluding
remarks, a review and recommendations.
In conducting the research, a number of periodicals and
books from the University Library and the Japanese Consulate
in Hong Kong were read. Interviews were arranged with the
management of the three department stores covered in the
study. In relation to this, the author would like to thank
Mr. Lam of Tokyu Department Store, Mr. Suzuki of Mitsukoshi
Department Store, and Mr. Yip of Sogo Department Store, for
giving such valuable information vital to the completion of
the study.
Last of all, the author would like to thank Dr. T.S.
Chan for his kind advice and guidance leading to the
completion of the research study.
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This chapter provides a brief introduction to the
study, including the objectives and the scope of the project.
This is previewed by some background information on the
Japanese department stores, specifically why they choose to
come here. Some basic concepts of the retail industry in
Hong Kong are discussed as important reference material for
the understanding the Japanese department stores and the
planning of their marketine strategies.
1.1. Why do the Japanese come here?
In the past six years, the number of Japanese
department stores has increased from one to seven. Other
department stores in Japan, e.g. Uny, are planning to set up
branches here.
The objectives of the diversification of business from
Japan to Hong Kong are threefold.
First, the retail sector in Japan has reached the point
of saturation, leaving fewer market opportunities at home.
Expansion of the retail institutions is aimed at higher sales
growth and increased profits, by taking advantage of their
superior marketing skills and product quality.
Second, Hong Kong has become a perfect market for
Japanese department stores, in view of a rapidly expanding
phenomenon known as of Japan mania. Young people, in
particular, are attracted by virtually all Japanese products
that appeal to young consumers, from fashions to electrical
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appliances.
Third, after the creation of the open door policy of
mainland China, peasants in China are generally better off,
they now have more disposable income and hence would like to
improve their living standard by purchasing more consumer
goods. Japanese firms are aware of this market potential in
China and would like to explore the market via Hong Kong,
which is still the gateway to China. They hope to obtain
more marketing information either through contact with
mainland Chinese commercial enterprises' Hong Kong offices,
or through the Hong Kong firms which have strong business
relationships with the industrial and commercial enterprises
in mainland China.
1.2. The competitive and economic environment for the
Japanese department stores in Hong Kong
1.2.1. Competitive environment
The retail industry of Hong Kong consists of hundreds
of big and small firms, selling various products, from
foodstuffs to fuel to clothing to other consumer goods. The
following gives some ideas of the major retail groupings in
Hong Kong.2
1) Specialty shops: They offer narrow but deep lines of
products. Products sold are mainly superior quality, high
price, famous brand shopping goods, including men's and
women's fashions, leather goods and accessories, furs,
watches and jewellery. Some of these shops are direct
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outlets of local/ overseas manufacturers or local agents
of imported goods. Most of the specialty shops are found
in central business districts like Tsimshatsui and
Central. They usually cluster together within a building
or a shopping arcade, e.g. Landmark and Ocean Centre, to
enhance shoppers' buying convenience and shopping comfort.
Prices of goods are in the range of upper and middle upper
levels( over$ 300 to$ 5000), depending on the location
of the shop and the brand of the goods. Layout is
luxurious and internal decorations are attractive.
Shopping assistants can provide special and professional
shopping advice. The main target groups are the tourists
and those upper and upper middle income people.
2) Supermarkets: They sell low price, low margin, high
turnover products. Products sold are mainly foodstuffs
and other daily necessities. They are usually considered
as neighbourhood stores as they are situated next to or
within the residential districts and the new towns, so as
to facilitate buying. Most supermarkets are operated in
chains, most notably the Wellcome Chain and the Park'N
Chain.
3) Hawkers: They are small retailers, with low set-up
capital and offer single line product with limited
assortment. Product lines sold are highly flexible. They
sell mainly cooked foods, clothing and housewares. Prices
are cheap and quality is usually unreliable. They are
mobile and are found in every densely populated
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middle/lower middle class shopping/ residential area, like
Mongkok and Kowloon City, serving local interests.
4) Shopping Centres: They are located in busy
residential/shopping districts, like Mongkok, and newly
developed towns, e.g. Kwai Chung, Tsuen Wan. They are
blocks of buildings in which shops selling a wide variety
of consumer goods cluster side by side under one roof.
Variety of products is wide, including apparels,
electrical goods and sundry goods etc.. The products are
generally of lower quality and lower price. The shops
mainly serve local interests, who are mainly young and
lower-middle income people, e.g. students and clerical
workers. The main advantages of shopping centres are
convenient buying, as they are in easy assess to
customers, and one stop shopping
5) Chain stores: notably in drugs and pharmaceuticals. In
such shops, apart from special goods, a limited line of
related merchandise, like cards, magazines, health
products and cosmetics, is also sold. They provide the
benefits of one stop shopping and buying convenience.
They are usually located near the big supermarkets and
can be seen as complementary to supermarkets. Watsons is
a typical example of this kind of stores.
6) Mainland Chinese department stores: They are owned by
capital from Mainland China. The merchandise comes mainly
from China. In recent years, they have established
.branches to tap regional markets. They maintain two key
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images: low price warehouses, selling basic necessities,
like foodstuffs and houseware for lower and lower middle
income locals on the one hand, and emporium for the sale
of Chinese specialties, e.g. sculptures and paintings, to
tourists on the other. In terms of promotion, they stress
functional characteristics of their products. They have
yet to adopt the concept of the marketing of service. The
layout of these stores is lack of colour, with virtually
no variety and innovations. The attitude of the shop
assistants is the focus of vociferous and never-ending
complaints.
7) Local Chinese department stores: They are owned by
local Chinese capital. Some of them, e.g. Wing On and
Sincere, are public companies. Others are private
companies.
Most of the local Chinese department stores are found in
shopping and commercial districts, like Mongkok and
Causeway Bay. In terms of product mix, some of these
department stores sell the same line of merchandise as the
mainland Chinese department stores, but of different
origins and of higher quality. Others sell relatively
more apparels, sundries and consumer durables. Products
are of medium price and average quality. Merchandise
comes mainly from Japan, Europe, the U.S. and local
manufacturers. These department stores serve mainly
middle income customers. Typical examples are Wing On and
Sincere.
6In these department stores, much attention is given to the
creation of shopping atmosphere, the shop floor layout is
more scientifically designed and artistically decorated.
Promotions are mainly concentrated on discounts and
sales, e.g. advertisements in T.V. magazines and
newspapers about weekly sales in Wing On.
8) Other retail shops: Each of them sells a narrow line of
merchandise, like apparels, consumer electronics and food.
Shop space is small. Prices of products fall in the range
of middle to lower middle levels, and products are usually
sold at discount prices. Inter-shop competition is tough
and margin is reduced to minimum. As cost-saving is a
must so as to survive, quality of products and salesforce
is hence sacrificed. Their main competitive edge lies in
price appeal and location convenience, as they are all in
easy access to customers.
In face of- such a market environment, the Japanese
department stores need to adapt their portfolios of prices,
products, promotions strategies to sharpen their competitive
edge. In fact, they have been successful in establishing a
firm footing in Hong Kong. Their total turnover has rapidly
risen and they are believed to have a 20% share of the Hong
Kong market.3
Generally speaking, the strength of the Japanese
department stores derives from a number of factors. First,
they adopt colourful and attractive promotion techniques,
e.g. the use of posters with pictures of beautiful girls
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outside Sogo and Tokyu, which offers a completely new image
to the department stores. Second, their stress on good
service and the sales of high and reliable quality products
gives customers confidence and satisfaction. Third, by
offering, shows and exhibitions--new to the Hong Kong
department store industry, Japanese department stores have
become the focus of innovations and pioneers of the latest
life styles. Fourth, they are particularly effective in
planning the layout of their stores, one indication of this
is they don't use shelves very often. This helps to create a
.shopping atmosphere which is pleasant and comfortable.
Their target markets differ from one store to another,
but .generally speaking, they serve the same group of people
as other department stores in Hong Kong do, but with a
different- image-higher quality, variety and stylish imported
products.
On the basis of customer profiles and product/price
profiles, it seems that the Japanese department stores in
Hong Kong face tough competition from 1) Specialty shops,
which specialize in a narrow line of shopping goods
comparable to that sold by department stores, and which can
-provide professional shopping advice and guarantee to the
quality of the products 2) Shopping centres, which- contain
many shops selling a similar range of products as the
department store, but at much competitive prices. Cluster of
shops together under one roof can also provide the kind of
buvin convenience and shopping comfort--that the department
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stores can provide and 3) Local Chinese department stores,
which sell average quality, medium priced merchandise and
this fits in the consumption pattern of the middle income
individuals and families. Their location in the densely
populated residential and commercial areas provides them
another competitive edge: easy access•to shoppers.
Competition from the supermarkets is nevertheless not
tough because the product lines are basically different.
Competition from hawkers is also limited as the product lines
and price/quality domain of the products are quite different.
1.2.2. Economic environment
For a Japanese department store, the decision to come
to Hong Kong depends primarily on the degree of
competitiveness in the retail sector on one hand, and the
economic environment on the other. Hong Kong has a rapidly
growing economy and- an ever expanding tourist industry. Both
are positive factors in the eyes of the Japanese department
stores in their overseas expansion policy.
The fact that Hong Kong has a fast growing economy is
reflected by the fact that consumption expenditure during the
past five years has increased at.a rate of between 10-20 70
5
per annum._
The number of tourists coming to Hong Kong has risen
from 2,301,473 in 1981 to 3,151,672 in 1984, a rise of 3770(
around 9 7o per annum), and their'spending on shopping has
risen froma total of$ 3,594 million in 1980 to$ 7,165
9
million in 1984, a rise of nearly 100 70, or about 20 7o per
6
annum.
The market potential of Hong Kong is great, while that
of Japan grows much slower in comparison.' Moreover, the
retail sector in Japan is more competitive. It is not
surprising that the Japanese department stores consider Hong
Kong an attractive target for expansion.
1.3. Objectives of the study
The objective of this study is to determine how the
Japanese department stores adapt their marketing strategies
to the particular marketing environment in Hong Kong. In
Japan, the market position of department stores is
increasingly threatened by the emergence of mass
merchandising chains and supermarkets, a rapid change in
consumer shopping patterns and a changing population
distribution. Moreover, they are subject to close scrutiny
under the Japanese Government's department store laws. As a
result, their flexibility in expanding their business and
undertaking innovations- is rather .limited. In Hong Kong,
however, there are fewer government regulations covering the
retail sector. Nevertheless, the competition' is equally
tough. The newly established Japanese department stores in
Hong. Kong have to face intra-sector competition from the
local- Chinese department stores. Moreover, the development
of specialty stores and shopping centres also poses a threat
to their market positions.
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Facing different. economic, cultural and competitive
environments from those in Japan, the newly established
Japanese department stores need to change their marketing
strategies to' suit the situation. However, the extent of
change varies among them. Some of them choose to go into a
high class market, whereas others cater to a wider segment of
the population, by introducing medium-priced goods. This
study aims at comparing the adaptation strategies of various
Japanese department stores in Hong Kong, in order to explore
the extent of adaptation and the basic assumptions behind
their decision making regarding adaptation.
Moreover, there are some features of adaptation which
are common among the Japanese department stores located here.
A later chapter examines that situation.
1.4. Scope of study
With different perceptions- of the overseas market
situations, different Japanese department stores develop
their own adaptation strategies so as to achieve marketing
objectives like increasing market share or sales volume.
Among those which come to Hong Kong, some try to maintain
essentially the same image used in Japan. Mitsukoshi is an
example. Others may adopt more local characteristics and
appeal to specific markets, e.g. the regional market in the
new towns. Yaohan is an example.
The study is an exploratory one, investigating the
adaptative marketing policies of the three Japanese
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department stores in Hong Kong( Sogo, Mitsukoshi and Tokyu).
To be more specific, the following subject areas- are
defined:-
1) Marketing objectives of the department stores
2) Product profile: product lines, country of origin
3) Promotion profile: campaigns, advertisement
4) Distribution profile: Location, physical
environment
5) Price profile.
The study centres on the three Japanese department
stores. After, providing case studies, two chapters of
comparison follow. The first compares the degree of
difference among adaptation strategies of the three
department stores in the study. The second compares the
three department stores and their counterparts in Japan, to
highlight some market adaptations features that are common to
the Japanese department stores when they are established in
Hone Kong.
1.5. Summary
This chapter began with a brief explanation to why
Japanese department stores have decided to come to Hong Kong
in the past decade. The reasons cited included: better
market prospects( profits and sales), exploitation of the
Japan mania and the possible entry into China. This was
followed by discussion of the sort of marketing environment
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the Japanese department stores might encounter in'Hong Kong.
Such knowledge is essential to their marketing strategies.
The chapter then introduced the objective of the study: to
examine the adaptation in marketing strategies among the
Japanese department stores in Hong Kong. Finally, the scope
of study of each of the Japanese department stores studied
was defined. This included profiles of product, price,
promotions and place( location).
Notes
1. The information comes from reading Hong Kong'Business
Today, July, 1985, pg. 12-16.
2. For definitions of each kind of retail outlets, one can
refer to the first two chapters of the book Foundations
of Retailing, by J.B. Mason, M.L.Mayer and H.F.Ezell. In
these two chapters, the market structure of the retail
industry in the U.S. is discussed.
3. See Economic Reporter: Annual Bulletin, various issues,
1978-85. In. every annual issue, there is a chapter
reviewing the retail industry in the past year.
4. See Chapter 1 of the book Foundations of Retailing, by
J.B. Mason, M.L. Mayer and H.F.Ezell.
5. Data collected from various issues of Hong Kong
Government: Annual Report, 1981-85.
6. Information is from Hong Kong Tourist Association, A




This chapter discusses the methods of study-description
and comparison, and the methods used in the collection of
data. The limitations of the use of those methods are
briefly discussed.
2.1. Method of the study
The study is an exploratory one, aimed at understanding
the basic marketing strategies adopted by Japanese department
stores in overseas markets. There is a case study of each of
the three Japanese department stores covered in the study.
This is followed by a comparative study of the degree of
adaptation in their respective marketing strategies. To
highlight the adaptation features that are common to Japanese
department stores in Hong Kong, a further comparison between
Japanese department stores in Hong Kong and in Japan is made.
2.2. Methods of data collection
The first_ task is to obtain some knowledge of the
marketing strategies of Japanese firms. This is done by
collecting secondary data, for example, the academic studies
by Japanese and American scholars in books and periodicals,
or some descriptive studies by Hong Kong journalists on the
department store industry here. However, to understand the
situations of actual policy making by the stores and to
collect more relevant information concerning the theoretical
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framework, some primary data is essential. The following
comments review the methods used to collect data.
2.2.1. PrimArv data
In the collection of primary data, both observations
and interviews were used.
Observations
Observations focused on concrete phenomena, e.g.
product mix, product layout, shopping atmosphere, price range
of products, promotion techniques and location. Each
department store in the study was visited an average of three
times, with about 30 to 45 minutes spent examining each floor
of the department store and collecting information about the
products( source, quality,, type, allocation of floor space
to each product group), prices( price level, exchange rate
used for conversion and the degree scope of price discounts
), promotions( pamphlets, leaflets, posters) and location(
physical environment of the department store, e.g. existence
of shopping centres, hotels and other department stores or
specialty shops nearby).
Interviews
Interviews were used to collect information that in
the rationale behind the marketing profiles.
Preliminary work started in early January when letter
requesting interviews were drafted( see appendix 1) and
sent to all seven Japanese department stores in Hong Kong,
intangible, like corporate missions, marketing objectives and
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Tokyu, Isetan, Matsuzakaya, Daimaru, Sogo, Mitsukoshi and
Yaohan). The letters were directed to the Public Relations
Office for each store.
Mitsukoshi and Isetan sent written replies. The former
suggested making an appointment, while the latter declined
the request, on the ground that the store was essentially a
specialty shop, rather than a department store. The
remaining five department stores were contacted by telephone.
All the respondents were personnel in the Promotions
Department and all were Chinese. In the end, Sogo and Tokyu
agreed to the request and suggested fixing dates for
appointments. The other three declined the request, on the
ground that they were busy or they didn't have the authority
to meet the request.
After the appointment dates were fixed, the lists of
questions to be asked were drafted. The questions were
constructed to reflect the author's theoretical framework, as
manifested in the case studies in Chapter three and the
review of the study in Chapter four.
A more scientific approach to the drafting of questions
is found in 1) Marketing in the International Environment, by
E.W. Cundiff M.T. Hilger, especially the chapter on the
process of analyzing overseas market opportunities and 2)
International Marketing, by P.R. Cateora J.M. Hess,
particularly the chapter on researching the world market, in
which there is a table listing questions to be considered
before a firm enters a foreign market.
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in the end, a set of eight questions was sent to each
interviewee before the interview( see appendix 2). The
author used a more detailed and specific list of questions(
see appendix 3) for the purpose of clarification and better
understanding.
One interview was conducted in each of the three
department stores( Tokyu, Sogo and Mitsukoshi). Each
interview lasted an average of one and a half hours and took
place during office hours. The interviewees at Sogo and
Tokyu were Chinese officers, working in the Promotions
Department. At Mitsukoshi, the interviewee was the Japanese
Deputy Managing Director of the department store.
The interviews with the Chinese featured a more relaxed
and informal atmosphere in which private views were
frequently exchanged. As the interviewees knew more about
Hong Kong-- its society and economy) the scope of the
discussions was hence wider ranging and far more interesting.
The interview with the Japanese Deputy Director at Mitsukoshi
was conducted in a more formal atmosphere and at a slower
pace, as translation was necessary. Both the interviewer and
the interviewee were rather reserved throughout the
interview.
2.2.2. Secondary data
The secondary data is from a literature survey. In the
literature survey, reference was taken mainly from
periodicals and books. The following briefly discusses the
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periodicals and books used and the ways in which they were
used.
Periodicals
The periodicals used come from three sources:
1) Business magazines published in Hong Kong, like Hong
Kong Business Today,( July, 1985), Asia Business( July,
1985) and Economic Weekly( April, 1985). They offered
some descriptive information about the trends in Hong
Kong's retail sector, changes in the department store
industry and the marketing work done by the Japanese
department stores in Hong Kong
2) Journals in the U.S.A., like Journal of Retailing,
which occasionally has articles discussing, from an
academic point of view, a) the emerging trends in the
retail sector in the U.S.( see J.N. Sheth, Emerging Trends
for the Retailing Industry, Fall, 1983 and L.Berry I.H.
Wilson, Retailing, the Next Ten Years, Winter 1983) b)
Challenges facing department stores in the U.S. after the
emergence of competitors and changes in the economic and
social environment,( see R.D. Blackwell W.W. Talarzyk,
Life Style Retailing, Competitive Strategies for the
1980's. Winter, 1983 and E.G. May M.P McNair, Department
Stores Face Stiff Challenge in Next Decade, Fall, 1977).
The above articles were used as reference material because
of similarities in the American and Hong Kong marketing
environments( except for cultural differences).
To understand the international strategies of Japanese
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business enterprises, it is advisable to refer to articles
in Columbia Journal of Business. Articles like Strategic
Global Marketing: .Lessons from the Japanese( by S.
Jatusripitak, L.Fahey P. Kotler, Spring 1985) and
Approaches to Assessing International Marketing
Opportunities for Small and Medium-size companies( by S.P.
Douglas, C.S. Craig and W.J. Keegan, Fall 1982) are
useful in understanding how the Japanese develop their
marketing strategies and how they analyse marketing
environments in foreign countries.
3) Journals in Japan: They are useful in the collection of
specific data regarding the performance, history and
corporate missions of the department stores. The Japan
Company Yearbook, by Oriental Economist, is useful. The
corporate mission, annual performance and characteristics
of an individual department store can be known by reading
the company handbooks, e.g. Sogo Handbook( 1984),
Mitsukoshi Handbook( 1983), both of which were collected
from the Public Relations Department of the corresponding
stores. In Business Japan, a monthly publication by the
Nihon Keizai Shimbun, there are business reports on
department store business in the recent year( see Business
Japan, July 1985), discussing the performance and outlook
of the Japanese department store industry in general.
Books
Several books were used, mainly tor reterence purposes
in understanding the creation of marketing strategy of
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Japanese firms and the evolution of retail industry in the
U.S., which hopefully can help to understand the development
of the retail industry in Hong Kong.
It is essential to know why Japanese business
enterprises, including department stores, decide to go
abroad. It is also important to know how they perceive
changes in the marketing environment in Japan and abroad and
how they are going to face such challenges. There are a
number of studies in this area. Two books by Michael Yoshino
on the adaptative behaviour of Japanese department stores at
home( See M. Yoshino, Marketing in Japan, A Management
Guide, 1975 and The Japanese Marketing system: Adaptations
Innovations, 1976) are particularly useful in understanding
how Japanese department stores, which faced similar changes
in the retail industry in Japan in 1960's, altered their
marketing strategies in order to survive. To have a better.
idea of how the Japanese multinational enterprises, like car
makers and chemical manufacturers, go into a foreign market
and what strategies they use in competition, two books, The
Strategy of Japanese Business, by James C. Abegglen( 1984)
and The Japanese are coming: A Multinational Interaction of
Firms and Politics, by Yoshi Tsurumi( 1976) are excellent
references.
To have a more detailed view of strategic planning in
marketing, it is a good idea to consult books on
international marketing. To know more about considerations
involved in international marketing strategy, the chapter on
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the analysis of foreign market opportunities in the book
Marketing in the International Environment, by E.W. Cundiff
and M.T. Hilger( 1984) is useful. There is a chapter in the
book International Marketing, by P.R. Cateora J.M. Hess(
1975) which gives a systematic view of the factors of price,
product, competition and promotions in the strategic
planning.
Evolution in retail sector in the U.S. may repeat
itself in Hong Kong after some time lag. In fact, some
structural changes in the retail industry in Hong Kong in
recent years, for instance the emergence of specialty shops
and convenience stores, have occurred in the U.S.. earlier
before. This indicates that trends in market structure in
the U.S. may affect future development of Hong Kong's retail
industry. For more reference in this area, one can read the
chapters on market structure: Classification, trends and
changes, in Modern Retailing, Theory and Practice, by
J.B.Mason and M.L.Mayer( 1984). A systematic study on the
factors, e.g. location of sites, determination of target
customers and marketing strategies, which need to be
considered before a retail outlet is established) can be
found in the book Foundations of Retailing, by J.B.Mason,
M.L.Mayer and H.F. Ezell( 1984).
2.3. Limitations
For each of the methods used in data collection, there
are some limitations.
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Observations had several limitations. For instance,. it
was impossible to observe everything in a department store.
Some data, e.g. age patterns among shoppers, could not be
determined by just a few observations. To redress this
weakness, an interview was more useful, as the interviewees
possessed an overall view of all the departments and concerns
of the department store.
The fact that the interviewees were the officers of the
Promotions Department, not the Managers, had little effect on
the collection of data. They are insiders within the company
and have thorough understanding of the day-to-day operations
of the department store. Although they are not responsible
for strategic planning, they have acquired, through working
experience, solid knowledge of managerial decision making.
The literature survey was limited by the fact that the
information collected was outdated, especially in books
published more than five years ago. Moreover, there are many
studies aimed at the retailing industries in the U.S.. They
are only selectively applicable to the Hong Kong marketing
environment.
2.4.Summary
In this chapter, some information about the methods of
study was provided. There are case studies of three Japanese
department stores, and then there are comparative studies of
1) marketing strategies of the Japanese department stores in
Hong Kong, to-see the degree of adaptation and 2) marketing
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strategies of Japanese department stores in Hong Kong and
those in Japan, to highlight some common features of
adaptations among Japanese department stores which come to
Hong Kong.
Data was collected primarily through observations and
interviews, the former concentrating on some tangible
phenomena, and the latter on explaining the observed data and
gaining a deeper understanding of the rationale behind the
phenonoma. In the section on collecting secondary data,
books and periodicals were the sources of information. They
were useful in formulating questions for interviews and for
understanding the retail sector in Japan and in Hong Kong.
Finally, some of the limitations of the study were
reviewed. A further examination of the subject occurs in the
last chapter of the work.
The next chapter consists of three case studies
involving Tokyu, Sogo and Mitsukoshi. The data came mainly
from interviews, observations and the company publications.
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Chapter 3
CASE STUDIES: SOGO, MITSUKOSHI AND TOKYU
This chapter describes the product, price, place and
promotion profiles of the three department stores in the
study: Sogo, Mitsukoshi and Tokyu. Before each case study, a
brief history of the department store is given and its
marketing objective is also briefly mentioned.
3.1. SOGO DEPARTMENT STORE
3.1.1. History of Sogo
Sogo Department Store was established in 1919 with
three branches: Osaka, Kyoto and Kobe. The department store
originated from a drapery store in Osaka with the name
Yamatoya in 1830. It now has 15 branches in Japan and is
adopting an aggressive overseas expansion policy. Hong Kong
is one of the five overseas branches, the others being
Bangkok, Singapore( both opened in 1986), Rome and Paris.
The Hong Kong branch was opened in May 1985. It expects to
make money in three years' time.1
According to the Sogo handbook, the business policy is
threefold:2
1. To give the best service to customers
2. Contribute to customers' better life through the
enhancement of department store business and
3. Continuous growth of the company ensuring employees'
better life through improving productivity.
In terms of sales volume, it was ninth among all
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Japanese department stores( 1983 figures ).3
One of the most notable characteristics of Sogo is that
all its branches are located near a central communication
network, particularly the JNR( Japan National Railway) and
highway network.
3.1.2. Marketing objectives
Sogo's reason for coming to Hong Kong was to seek
overseas opportunities, as the retail industry in Japan is
currently undergoing consolidation and retrenchment. Its
market share has nevertheless improved, and this is reflected
in its higher ranking within the department store industry in
Japan.4
The purpose in coming to Hong Kong was to provide high
quality goods amidst a heightened atmosphere by selling and
displaying the latest products and styles.
Sogo's motto is For everything that makes life better
It wants to be perceived as the fashion leader, offering
the most comprehensive product line even among Hong Kong's
rich choice of shopping venues. Based on this objective, the
target group ranges in age from 10 to 40. In terms of income
level, Sogo aims at families and individuals of middle to
upper-middle income( generally, around HK$ 5000 to over$
15000 ).5 The main appeal is to local Chinese and Japanese
residents in Hong Kong. The objective is to attract as many




Aiming at a wide product- line, Sogo divides products
into nine groups, with one group to be displayed on each
floor.
Distribution is as follows: one floor contains
consignments from front line fashion designers in Paris, New
York and Milan. Famous brands like Nina Ricci, Lancel,
Gucci, Christian Dior, Bally and Celine all have stalls
selling goods like leather products, handbags, fashions and
jewellery. Another f loor is assigned to youth fashions
mainly produced in Japan. Two floors are allocated to
women's( metropolitan women, as they are called) fashions:
one for local designers' specialties and the other for
American, Japanese and European designers. Both casual and
formal wear for men are on another floor. One floor displays
contemporary style kitchenware and household equipment, with
consignments from American and European manufacturers.
National, a major Japanese supplier of electrical home
appliances, also has a special corner there. The Walt Disney
motif is a prominent feature on the kid's floor. Another
floor is reserved for restaurants and a place for shoppers
to rest. Sogo has a special feature: the use of the top
floor to sell discount goods, the assortment of which changes
once per week.
The layout is fairly spacious, and the average space
allocation per brand is somewhat smaller than in some other
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Japanese department stores, like Mitsukoshi.
3.1.4. Price profile
Prices vary according to the brands of the products
sold. For the famous brands which appeal to the upper-middle
income and more mature customers, prices are fixed and
discounts are uncommon. Other products, like clothing and
houseware, are more medium priced, in the sense that prices
may range from$ 100 to$ 500. Seasonal discounts are
offered, from 10 7o up to 30 70, 6 depending on the demand and
stock situations. Following the rise in the Yen in recent
months, Sogo has raised the prices of the Japanese produced
goods, and the range follows the rise of the Yen.( now
approx.1000 Yen= 40 HK Dollars, vs. 1000 Yen= 46 HK
Dollars in public?) in order to maintain profitability. Sogo
has started to diversify by buying through agents in Hong
Kong so as to obtain a higher discount.
3.1.5. Promotion profile
The media used in promotion are mainly wall
advertisements at MTR stations and advertisements in leisure
magazines. The advertisements inform the shoppers of
seasonal fairs, newest product displays and weekly
specialties which are held in the store. To boost sales,
gift giving and lucky draws are used to attract customers.
Credit card sales are encouraged. A Sogo shopping card
is issued to frequent customers for their convenience.
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Promotions are concentrated at the two big festivals: Chinese
New Year and Christmas, during which there are discounts and
lucky draws. Another feature is the annual anniversary
promotions campaign. There will be lucky draws, discounts
and the issuance of shopping coupons to attract purchase.
In recent months, the EPS( Electronic Payment System)
has been used to cover purchases by bank account holders.
3.1.6. Place profile
As previously mentioned, Sogo is located next to an MTR
station in Causeway Bay, so that anybody who is passing
through and wants to go shopping is most likely to visit Sogo
first. This first impression is very important. Moreover,
as Causeway Bay is a longstanding shopping district with
consistently large crowds, Sogo may benefit from its unique
and appealing physical appearance.
All things considered, Sogo's strength derives from its
image as a fashion leader and its all-inclusive product mix.
Its excellent location by an MTR station is also an
advantage.
3.2. MITSUKOSHI DEPARTMENT STORE
3.2.1. History of Mitsukoshi
Mitsukoshi has a 310 years history( it was established
as Echigoya Dry Food Store in 1673), including 80 years as a
8 In terms of sales volume, itdepartment store( from 1905).
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is the largest department store in Japan and is also
considered to be a premium class retail institution.9 It is
famous for selling superior quality merchandise, including
famous brand imported goods and high quality Japanese
products. It is also regarded as a pioneer in the industry,
for example, in the introduction of the POS( Point of Sales)
system. Its target group is the more mature and image-minded
customers with a higher than average educational standard and
fncome.10
3.2.2. marketing objectives
Mitsukoshi came to Hong Kong in summer 1981. The
company objective was to attract local Japanese residents and
local upper-middle income families and individuals. At that
time there was still no concern for the future of Hong Kong
and theeconomy was still booming, hence Mitsukoshi had the
foresight to recognize that when Hong Kong customers were
well-off, they would desire the kind of total lifestyle
prescribed for Japanese customers: aspiration for a total
life style and a desire to own top brand name goods.
Mitsukoshi has just begun to diversify its resources
and product assortment to attract more middle-income and more
price-conscious customers. It also, in competing for the
youth market, allocates more floor space(more than 25%)to
youth-goods, like colourful and creative casual wear,
sporting goods etc.11 Expecting the average disposable
income of Hong Kong customers to increase by over 10% a
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year12, Mitsukoshi hopes for a better sales growth in the
years to come.
Though there has been a change in consumer profile, the
basic objective of Mitsukoshi remains the same. There is a
saying in Japan, it Money is hard earned, hence one should
have get the. best value from it, through consumption( in
Mitsukoshi )..13
3.2.3. Product profile
Mitsukoshi crancn stores, according to the company
handbook, are prime vehicles for the introduction of consumer
goods, fashions and culture from Japan, as well as famous
brand international fashions and luxury goods, like Nina
Ricci, Charles Jourdan, Porsche, Bally, Gucci and Christian
Dior.
Due to limitations in floor space and the variety of
products to be displayed, the average area for each brand is
not as spacious as in its counterpart in Japan. The design
is also not as prestigious as in Japan. However, when
compared with other Japanese department stores in Hong Kong,
Mitsukoshi has its own sense of style, including
characteristics like lighting, generous walking space and a
generally quieter shopping atmosphere, which appeals more to
the conservative and mature customers.
In terms of product lines, Mitsukoshi, like Sogo and
Tokyu, divides its four floors of shopping space according to
product lines. The ground floor is entirely allocated to
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displaying famous brand European products, especially luxury
goods- from Italy and France, like leather goods, handbags
and cosmetics. Brands include Charles Jourdan and Givenchy
etc.. Mitsukoshi, though it displays the same brands as, say,
Sogo, tends to concentrate, in terms of price, on the upper
end type products.
One floor is for women's wear, with fashions mainly
from Japanese designers and some European designers. Over
half of the floor space is for consignment. A corner is
allocated for selling youth fashions. One floor down is the
Men's clothing floor, selling both casual and formal
clothing, by American and local producers. One floor is
allocated for selling food, books, stationary, furniture and
household goods. Japanese electrical goods producers like
Hitachi and Aiwa have outlets there.
There is also a place for relaxation and snacks. This
enhances the pleasure of shopping.
As a whole, Mitsukoshi has a smaller product mix,
relatively more Japanese products, and a larger volume of
higher quality products.
3.2.4. Price profile
Mitsukoshi has assigned relatively more space to famous
brand merchandise and relatively less space to the youth
section and discount section, the average price pattern falls
within upper-middle class( arbitrarily, over$ 600).
Discounts are not stressed, and the scope of discounted goods
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is smaller. Seasonal discounts are offered, from 10 % to 20
%.14 Like other department stores, prices of consignment
goods are fixed, and the prices of Japanese products have
risen in recent months, due to a rise in the Yen. The degree
of the rise is slightly higher, due to the higher exchange
rate( more than 40 HK Dollars from 1000 Yen) which it has
adopted. It, like Sogo, has started to work to reduce the
impact on prices by exchange rate fluctuations, for example
by diversifying the supply sources of merchandise.
3.2.5. Promotion profile
Mitsukoshi promotes its image as that of a company
which caters for mature working people who prefer the best
quality merchandise. It' also projects the image of a
traditional Japanese department store with innovations and an
international status. 15
Promotions are made on a seasonal basis and also during
important Chinese festivals, especially the Chinese New Year.
Such promotions are made through wall-advertisements, lucky
draws, fashion shows and discounts. Purchase by credit cards
are promoted. The main appeal of the credit cards is
convenience.
In its choice of its present site, Mitsukoshi aimed
originally at competing with Daimaru and Matsuzakaya. There
is now one more competitor, Sogo. The traditional image of
Causeway Bay as a prime shopping area helps to remind
customers of the existence of the best department stores in'
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town.
Mitsukoshi is famous for its accurate perception of
trends and its network of international contacts. The
computerised international network of information and the
computerised purchasing system help it to get faster and
efficient ideas, and through its central purchasing office
which dispatches merchandisers all over the world, the best
and most modern merchandise can be introduced for the first
time.16
3.2.6. Place Profile
Mitsukoshi is similar to Sogo in place profile and
attracts the same group of customers. Yet its position near
the Japanese Chamber of Commerce may help it to attract more
Japanese visitors.
3.3. TOKYU DEPARTMENT STORE
3.3.1. History of Tokyu
Tokyu was established 70 years ago. It is a big
distribution group and Tokyu Department Store is its largest
retail arm. In terms of sales volume, it ranked seventh in
Japan in 1983.17
3.3.2. market objective
The store in Hong Kong was opened in spring, 1982. Its
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location in Tsim Sha Tsui East showed that it wanted to
attract tourists, and because it is within the New World
Centre, it also aimed at attracting young people who visit
the surrounding shops and also the people who work in offices
nearby. 18
The target market of Tokyu is younger people( 15-30
)19
and tourists. Tokyu's aim is to offer its customers the
latest fashions and luxury goods for gift-giving, souvenirs
and personal use purposes.
3.3.3. Product profile
Tokyu has three floors. One floor, is assigned to
luxury goods like jewellery, leather goods and cosmetics and
women's fashions. Most of the fashions are first-hand
handicrafts of Tokyo designers, e.g. Kansai, Itokin. One
floor is assigned to men's wear and the corner for the young,
where the atmosphere is entirely different from that in other
parts of the store: strong popular music, ever changing
colour lighting and more contrasting colour mix in design.
All sorts of merchandise, specifically designed for young
people, are on display at that corner.
On another floor, there is a cafe where people can take
snacks and a have a rest. There is also a supermarket and
other counters selling houseware which come mainly from Japan
and the U. S..
A typical feature of T.okyu is that more than 90% of the
merchandise comes from Japan. 19
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In terms of layout, it is spacious, the display of
products is tidy and orderly. The internal decoration of
floor space uses a lighter colour, and adopts more modern and
fashionable designs.
3.3.4. Price profile
The price level of the merchandise falls within the
range of middle price( HK$ 100 to 500) for the fashions and
in the range of upper middle price( HK$ 500-5000) ,20 for
the luxury goods. Seasonal discounts of 10-30% are offered
for clearance sales.
3.3.5. Promotion profile
The message of the'advertisement is Meeting at the
seaside, go together to Tokyu.21 This message is aimed
specifically at the teenagers, who like to meet first and
then go shopping together. At the start of every season, the
picture of a young, smiling girl wearing the latest fashion
can be seen outside Tokyu. This is another way to promote
Tokyu as a store of front-line fashions.
The lucky draw is another means of attracting
customers. Occasionally, fairs or fashion shows are held to
attract spectators. Credit buying is encouraged to boost
sales.
Advertisements are displayed in leisure magazines,
newspapers and on posters at MTR stations.
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3.3.6. Place profile
The location of Tokyu in the New World Hotel Shopping
Centre indicates its appeal to tourists, young people who
visit the shopping centre on Saturdays and Sundays, and the
people working in offices nearby. With specialty shops
around, Tokyu tends to position itself as a shop specializing
in selling top-class fashion from Tokyo. Feeling of Tokyo
is is a slogan which has been consistently stressed in
newspapers and advertisements.
3.4. Summary
This chapter otrerea case stuaies or tnree Japanese
department stores in Hong Kong. The study examined their
respective marketing objectives( what they would like to
achieve in Hong Kong, what their target groups are), their
product profiles, price profiles, location profiles and
promotions profiles. Data about the stores was collected
according to a fixed procedure so as to be comparable.
The next chapter will compare the adaptation strategies
of the three department stores on the basis of some listed
criteria.
Notes
1. See Hong Kong Business Today, July, 1985. pg.32-33
2. See Sogo Handbook, pg.3.
3. See Japan Company Yearbook, 1985 ed., pg. 878.
4. See Japan company Yearbook, 1985 ed., pg. 878.
5. Information collected from interview. Figure is an
estimate, based on general observation.
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6. From observation of recent seasonal discounts. In the
discount hall, discounts up to 50 % is offered, on
clothing, tablewares and housewares.
7. Exchange rate as of 28th April, 1986.
8. See Mitsukoshi Handbook, pg.2-3.
9. See Japan Company Handbook, pg.867.
10. Information collected* from inverview. Pictures in the
Mitsukoshi Handbook also illustrate this image.
11. Collected from interview.
12. Ibid.
13. Ibid.
14. From observations. Discounts are uniform.
15. See Mitsukoshi Handbook, pg 8-10.
16. See Mitsukoshi Handbook, pg. 8-10. Mitsukoshi is one of
the earliest among Japanese department stores to install a
P.O.S( Point of Sales) system and Centralized Purchase
system.
17. See Japan Company Yearbook, pg. 868.
18. Data collected from interview. Tokyu has a prime site
and is. the only Japanese department store in Tsim Sha
Tsui.
19. Data collected from interview. Figure is an estimate.
20. Data from interview, the situation is true particularly
in the fashion part.
21. See the posters in the store in April, 1986.
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Chapter 4
A REVIEW OF THE CASE STUDIES
In this chapter, a table is set to compare various
aspects of the three Japanese stores studies, using the
material which are used in Chapter three. Some comparative
studies, based on the information in the table, are
conducted.

















Range 100-300(mp2) 100-500(mp) 100-500(mp)
3000-5000(ump3)500-5000(ump) 500-5000(ump)





Media posters, posters posters
leisure mag. business mag, leisure mag.
Occasions Chinese NY Chinese NY Chinese NY
Christmas Christmas Christmas
Anniversary Anniversary Anniversary
E.P.S.,Others Credit card Credit card
Credit card
Shopping card
High classMessage meet at seasideSensation
stylisheverything visit Tokvu
that makes life total lifestyle together
better
5.Place profile
Ts imshatsusame as SogoLocation MTR station






1. K stands for thousand. Income refers to monthly income.
2. mp stands for middle priced.
3. ump stands for upper middle priced.
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4.1. Marketing objectives
From table 4.1., it can be seen that the target
customers of the three department stores are similar: working
people of middle to upper middle income, 15 to 40 of age,
individuals and families, quality and brand conscious. Yet,
is was revealed in the interview that it was not yet feasible
to define a target market segment so narrowly at present,
mainly because the population was too mobile, as far as
potential customers for the department stores were concerned.
Moreover, a distinct shop image, as identified with a set of
life styles or socioeconomic status, was not yet firmly
established among the public.
This means that the department stores need to appeal to
as broad a market segment as possible, until they can clearly
define their respective target markets. Take income as an
criterion in defining target market, it was revealed that if
an arbitrary income level( for the definition of a target
market) was set, the range was large for every income group.
Middle income ranges from$ 3000 to$ 15000 per month and
income of over$ 15000 per month is classified as upper
middle. Age ranges from 15 to 40.
Having increasingly similar customer profiles, in terms
of socioeconomic status and life-styles, as a result of
perfect population mobility, the department stores still want
to define their target market on the basis of their
respective locations and their price/product fixtures
offered. For instance, Tokyu is in Tsimshatsui, it may pay
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more attention to MTR commuters, working people in offices in
Tsimshatsui and tourists staying in hotels in East
Tsimshatsui. Mitsukoshi and Sogo are in Causeway Bay, they
may want to choose not only MTR commuters, but also people
living on the Hong Kong side and people working in Causeway
Bay1 as their target customers.
According to estimates in a Hong Kong Business survey,
Japanese department stores had, in terms of turnover, a 20%
share of Hong Kong's department store industry in 1984.
Being better off, customers will be more choosy, they will
prefer more premium-priced, high quality products and
professional services with the use of such products. These
are just what the Japanese department stores can offer.
Being able to meet the market need, they are able to increase
their share in the Hong Kong retail industry, as revealed by
government figures.2
Individual figures of market share, turnover and
profits of Sogo, Mitsukoshi and Tokyu are not disclosed, as
they are not public companies in Hong Kong. But on the basis
of concentration of display space and availability of total
floor space, it can be assumed that Sogo has the highest
turnover, and Mitsukoshi has the highest margin( contribution
per dollar sales).
Profit figures are- difficult to come by, but on
average, Japanese department stores can make money only after
two or more years of operations here because the initial
costs and other fixed expenses, such as internal decorations,
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are high. Take Sogo as an example, the buying price of its
present site was about HK$ 400 million( in 1984 ).3 It hence
needs.a relatively longer payback period.
4.2. Product profile
In terms of floor space, apparel and fashions rank
first, luxuries, e.g. cosmetics, handbags and accessories and
jewellery rank second, followed by sundry goods and consumer
durables.
Yet the three stores have their own special features:
Tokyu allocates relatively more space to fashions(
mainly from Japan, some from France and Italy) and much
emphasis is put on the younger generation( below 20).
Sogo has a more balanced product profile, in terms of
floor space allocation, with four floors set for fashion, two
floors for sundry goods and two floors for luxuries. The
product mix fits the needs of working families and
individuals, from young to mature, from fashion-oriented to
pragmatic-oriented.
Mitsukoshi has relatively more floor space allocated to
luxuries and famous brand products. This fits in the
consumption pattern of more mature and prestigious customers.
However, it must be stressed that the difference in
product mix is only in degree but not in substance. Take the
class to of products as an example, Mitsukoshi sells
relatively more higher margin, supreme quality, premium
priced products, yet it also sells a lot of medium priced
42
apparel. Sogo is more balanced in this sense, and Tokyu
sells relatively more fashions for the young.
In terms of sales volume, the portion of Japanese made
products is about 60% in Sogo and Mitsukoshi, and around 90
% in Tokyu.
In terms of layout, the difference is not so distinct.
All can provide shoppers with a comfortable, pleasant,
relaxed and spacious shopping atmosphere. Soft background
music is played to make shopping more pleasant. Product
layout is simple and tidy. There are no shelves and windows
for displaying goods. Shoppers are fully trusted, they can
pick up any product, try it and then buy it or return it
without any interference from the shopping assistants.
Furthermore, shoppers can get special and professional
product services on the spot, particularly at the consignment
counters, which are direct outlets of producers or
distributors.
Each of the three department stores pays much attention
to the concept of full shopping pleasure. It carefully plans
a whole day's shopping schedule for the shoppers. Apart from
shopping, the shoppers can also watch some cultural
exhibitions and enjoy refreshment and a rest, all within the
department store. All kinds of goods that the consumers may
wish to find and buy are on display in the confines of the
department store. This can be more convenient, in the sense
that much time is saved, for shoppers.
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4.3. Price profile
Prices are generally at medium to upper middle levels(
again the definition of both middle price and upper middle
price is arbitrary and varies among the three interviewees.
In general,$ 100 to$ 500 is considered as middle price, and
the range of upper middle price is very broad,$ 500 to$
4000 is considered as upper middle prices). Prices vary,
depending on the wholesale prices, retailer's margin, the
current foreign exchange rates, particularly that of the
Japanese Yen, as well as the demand for the products.
Normally, products at consignment counters, e.g. cosmetics,
leather goods and electrical appliances, are fix priced and
discounts are rare. Gross margin ranges from 20 to 40 7o in
general.
For those goods changing over seasons, e.g. clothing,
discounts of 10-30 7o are offered in clearance sales. Sogo
offers discounts up to 50 7o to the goods sold at the discount
corner. Basically, Mitsukoshi is regarded as selling
relatively more shopping products of famous brand and of
premium prices. Sogo and Tokyu sell more middle to upper
middle priced products.
Knowing that Hong Kong customers are more price
conscious, the Japanese department stores have tried to
reduce the impact of exchange rate movements by either 1)
diversifying the sources of supply, for instance by buying
more through local agents or directly from mother company and




Advertisement is one of the means to attract attention.
Both Sogo and Tokyu put on advertisements in leisure
magazines and on wall posters at the MTR stations. They
have special columns in such magazines about their weekly
programmes and features. Mitsukoshi has made fewer
advertisements, sometimes it uses wall posters at MTR
stations and occasionally in business magazines.
Other forms of promotion, like seasonal sales, lucky
draws and fashion shows, are frequently used. The department
stores usually choose popular festivals, e.g. Chinese New
Year and Christmas, as the time to launch full-scale
promotion campaigns.
The three department stores convey similar messages to
the shoppers: department stores are fashion leaders and
display merchandise that reflect the life-styles of typical
cosmopolitan people, who have the characteristics like: being
oriented to success, expending wealth on good things of life,
aspiring to own the best quality, prestige-giving merchandise
and willing to work hard for them.
The basic values projected in the advertisements remain
the same, yet different department stores may project images
of their own, subject to their interpretation of such values.
For example, Sogo projects the image of dynamism, innovations
and total lifestyle--a model for the rising middle class.
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Mitsukoshi projects more of an image of prestige, top class,
conservatism and maturity--appealing to the upper-middle
class-, while Tokyu projects the image of youthfulness and
being a fashion leader-- attracting the young,
fashion-oriented people.4
In terms of special features, Sogo has an attraction of
the discount corner and the seasonal fairs of European and
Japan fashions.
Both Sogo and Mitsukoshi have exhibitions halls for
holding cultural activities, e.g. exhibition of drawings and
photography. The scale of such activities is nevertheless
small and relatively few shoppers visit them.
Tokyu occasionally holds fashion shows displaying
latest fashions from Tokyo.
4.5. Place profile
Both Mitsukoshi and Sogo are in Causeway Bay, which is
a traditional prime shopping area and commercial district,
where there are four Japanese department stores( including
Sogo and Mitsukoshi), two local Chinese department stores,
two Mainland Chinese department stores, some general
merchandise stores and numerous small shops( floor area less
than 1000 sq. ft.) selling clothing and a wide variety of
consumer goods.
In such an environment, Sogo has planned to tap
customers from the MTR network. Mitsukoshi was not prepared
^r t hntfnrehand. it initially aimed to serve the Japanese
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community living nearby and those who identified Causeway Bay
as a prime shopping district and those working there. Now,
however, the spillover effect of Sogo's opening has benefited
it.
Tokyu chose Tsimshatsui because it foresaw a tourist
boom and the establishment of a New World Centre.
Tsimshats ui is a prime business district( mainly
trade-related) and a hotel area. Tokyu believed that the
location can attract local young people, who like to gather
at the nearby Star Ferry and then go shopping, men and women
working in offices nearby and tourists staying in hotels in
East Tsimshatsui.
.4.6. Summary
This chapter compared the three department stores in
Hong Kong on the basis of five aspects: Marketing objective,
product profile, price profile, promotion profile and
location profile.
The next chapter will compare the Japanese department
stores in Hong Kong and those in Japan, to highlight the
adaptations which are common to all Japanese department
stores when they come here.
Notes
1. It is a general perception after the interviews with the
management of the three department stores. They site a
factor: convenience This is a factor which has a
considerable weight in the shopper's choice of retail
institutions he plans to visit.
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2. According to data from Census and Statistics Department:
Monthly Report on Retail Sales, total retail sales in Hong
Kong has risen from$ 57.4 billion in 1983 to$ 67.9
billion in 1985, a rise of 18 7.. While the average sales
value index for department store( Average monthly, 1980:
100) has risen from 134 in 1983 to 172 in 1985, a rise of
28 7.. One point to stress is that the sales value index
comes from the sales figures of only the selected
department stores, not of the Japanese department stores.
As the index is rising and that the market share of
Japanese department store in the department store industry
has also risen, it can be deducted that the sales volume
of Japanese department stores has risen by more than 2870
between 1983 and 1985.
3. Information based on a business report: Sogo takes a
favourable outlook to the market potential in Hong Kong.,
in Economic Digest( Chinese), April 1, 1985.
4. The image of a department store is conveyed in wall
advertisements( in Tokyu), promotions phamphlets( Sogo)
and company handbook( Mitsukoshi)
48
Chapter 5
GENERAL ASPECTS OF ADAPTATION POLICIES OF JAPANESE
DEPARTMENT STORES IN HONG KONG
1IL 1 VLL aJ1LCL iuatces some generaiizaLlons aDOUt the
adaptation marketing policies of Japanese department stores
which come to Hong Kong. This is done by comparing the three
Japanese department stores in Hong Kong as a whole and their
Japanese counterparts in four aspects: consignment policy,
provision of services, promotion activities and product-price
mix.
5.1. consignment policy
There is relatively more shopping space let out to
consignments in a Japanese department store in Hong Kong than
one in Japan. The reasons for that include the differences
in distribution structure and the different life-styles of the
people.
Firstly, Japanese department stores in Hong Kong are
relatively newcomers to the retail industry. Because of their
lack of adequately trained sales staff and well-established
market absorption power to give them firm control over the
distribution channels of the products, they are more willing
to cooperate with distributors and allow more products to be
consigned to them. They give the consignees more independence
in price setting, promotion work and product procurement. The
department stores receive leasing payment, which is a certain
percentage of the turnover of the consigned products. This
policy is mutually beneficial: The department stores can
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guarantee their income and reduce their exposure to market
risks. Distributors, on the other hand, are able to achieve
total exposure for their products and publicize the images of
their brand name products more effectively. One example is
the showrooms of the major Japanese electrical appliance
manufacturers, e.g. Sony, Aiwa and National. There are
relatively more consigned product lines in Hong Kong than in
Japan. Consignments are most common in the fields of high
fashion apparel, electrical appliances and cosmetics.
As the products ordered from wholesalers and
manufacturers are generally not returnable, unlike in Japan,
the consignees need to adjust the product prices more
frequently so as to clear up the stock, especially when
season changes. This is why discounts and sales are held
more frequently in Hong Kong than in Japan.
Apart from market absorption power, the life styles of
the people also affect the supplier-department store
relationship. In Hong Kong, life styles change faster and
customers are more mobile, hence the risk of making wrong
sales projections and consequently wrong marketing strategies
is in fact higher. In Japan, in contrast, life styles change
more slowly, shoppers are more loyal, there are fewer market
risks for the department stores to bear when they undertake
more long term programs, like sales staff training programs
and inventory planning, by themselves.
5.2. Provision of services
In terms of services, department stores in Japan play a 
key role in promoting cultural activities, e.g. exhibitions, 
displays and fashion shows. The aim is to provide shoppers 
with total shopping pleasure, and display to them the latest 
fashions and innovative shopping products. In Hong Kong, due 
to lack of space and suitable personnel, cultural activities 
can only be carried out on a limited scale. But more of such 
activities, such as food festivals and fashion shows, will be 
held in future. For example in Sogo, the exhibition hall, 
which is used for photographic and art exhibitions, will be 
utilized for other activities like fashion shows and country 
fairs which introduce culture from other countries. 
Mitsukoshi also has such exhibition facilities and will use 
them in functions similar to those in Sogo in future.
In Japan, sales personnel are more considerate and 
helpful, human relationships are more carefully handled, as 
if relationships between shoppers and shop assistants were 
built on trust, and shoppers have an absolute right to be well 
served and duly respected. They are considered as " kings and 
queens " ( sic ) of the department stores. But in Hong Kong,
shoppers and shop assistants look upon each other as equals. 
There is a lack of a sense of belongings and strong shop 
loyalty which are built on rapport between customers and store 
p er s onne1.
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5.3. Promotion activities
In Japan, people are more scattered and go shopping
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only occasionally. To keep up the contact with the customers
and to satisfy their desire of being served, department
stores adopt personal selling method, dispatch their
salesmen to visit the customers and introduce the latest
products to them. Other means of promotions include offering
of services, like catalogue buying, which facilitate buying
by those working people who are too busy to go shopping
themselves but who nevertheless want to buy from the store.
Sales and profits from this source are reported to be
increasing.1
In Hong Kong, however, people prefer to go shopping
themselves and with the sophisticated traffic network, it is
more convenient for them to do so. Moreover, the cost of
preparing catalogues is also high and the market coverage is
yet too small.
However, credit sales have begun to pick up in Hong
Kong, and the .proportion of sales from this source is
expected to increase in future, with the cooperation with the
credit card issuing companies and major banks. An example of
this is the innovative EPS( Electronic Payment System) which
has been installed in Sogo.
The sources of appeal in promotions are the same in
Hong Kong and in Japan: colourful, varied and lively images.
Promotions are centred on creating the image of department
stores as centres of innovations and vanguards in
life-styles, especially for the cosmopolitan,
forward-looking. young, working families and individuals.
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Major promotions activities in Hong Kong are held in two main
festivals, e.g. New Year and Christmas, unlike in Japan, in
which promotions activities are held in almost every major
festival.
5.4. Product-price mix
The average prices of products sold in Japanese
department stores in Hong Kong are lower than those in Japan.
It is because Hong Kong customers are not so brand conscious
as, but more price sensitive than the Japanese customers.
In Japan, low price means low quality, the prestigious image
of a store may be shattered if it sells low price products.
Products sold in Japanese department stores in Hong
Kong are nevertheless of high-quality. However, the product
mixes in Hong Kong and Japan are different. Take Sogo,
Mitsukoshi and Tokyu in Japan as examples: the weight of
clothing is on average 40 70 of their sales volume the weight
of foodstuffs, 22 70 weight of sundries, 12 7o and the weight
of household utensils, 13 70 2 in Hong Kong, as sales
figures of the three department stores and the breakdown of
such sales figures are not known, floor space is taken as a
proxy. We can see that the proportion of clothing is over 50
7o in weight, sundries rank second, followed by consumer
durables/ kitchenware/ household equipment and foodstuffs.
The difference is due possibly to competition. At
present, department stores in Japan have to face tough
competition from competitors like supermarkets and speciality
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shops that undertake product diversification and sell
increasingly similar products at more competitive prices3 and
provide more specialized services. Take the example of
competition with supermarkets, the department stores, in
order to compete, need to increase the weight of low margin
products like consumer electronics and foodstuffs in their
product portfolio.
In Hong Kong, department stores need not take
institutions like supermarkets and convenience stores so
seriously because they are more distinct from each other in
terms of product lines and assortment, price-quality domain
and location of outlets. However, there, is increasing
competition, as time goes on, from institutions like shopping
centres, for example, Ocean'Centre, and specialty shops, just
as in Japan.
Hong Kong is less economically developed than Japan.
But as Hong Kong's economy picks up, consumers become better
off and their life styles will approach those of cosmopolitan
Japanese. The product mix of the department stores will
change to fit in the new situation.4 In fact, like other
department stores in Hong Kong, Japanese department stores
here have gradually changed their product policy from volume
oriented to quality oriented, and there has been more stress
on the non-functional aspects of shopping, like shopping
atmosphere2 packaging of products and provision of service5.
so as to sharpen their competitive edge over their
competitors, notably specialty stores and shopping centres.
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5.5. Summary
This chapter discussed the adaptation strategies that
are common to the Japanese department stores in Hong Kong.
Data was collected mainly from interviews and observations.
There were four points of comparison: consignment policy,
.provision of services, promotion activities and price-product
policies. It is seen that there are many differences in
marketing strategies between a Japanese department store in
Japan and one in Hong Kong. In consignment policy, as the
distribution systems are quite different, Japanese department
stores in Hong Kong let more products to be sold in
consignments. Difference in cultural and geographical
background affects the services provided and the promotions
activities launched by the Japanese department stores.
Facing different market environments, department stores in
Japan adopt a price/product portfolio which is different from
that of a department store in Hong Kong.
Japanese department stores have been in Hong Kong for
some time. They may now know the Hong Kong market more
thoroughly than when they first came. The next chapter will
discuss how they look forward to the future and adjust their
adaptation strategies to new situations.
Notes
1. Data collected from interview.
2. See Japan Company Yearbook, pg. 868( Tokyu), 867(
Mitsukoshi) and 878( Sogo). The following table shows the
breakdown of sales volume, in term of product groups in the




Clothing 41 % 38 % 41 %
Foodstuffs 25 % 22 % 20 %
Sundry 12 % 14 % 14 %
Houseware 12 % 13 %
3. See M. Yoshino, Japanese Marketing System, pg. 205-9.
4. Data collected from interview with Mitsukoshi and Tokyu.
It is said that following the rise in living standard,
people will buy relatively more consumer durables and
other sundry goods. Tokyu has planned to extend its
target group from 15 -30 to 15 -40 and the product mix to
more household goods, partly reflecting the increasing
purchasing power of the people and partly reflecting the
change in taste.




THE FUTURE DEVELOPMENT OF UAPANESE DEPARTMENT STORES
Japanese department stores, after having been here for
some time, began to realize that there were new opportunities
and competition facing them. They also realized that there
were some organizational problems which they needed to solve.
This chapter discusses their perception of the challenges
facing them. It covers four aspects: Branching out policy,
policy of control by parent company, product and price policy
and promotions policy. The information was collected from
the interview and has been summarised.
6.1. Branching out policy
The Japanese department stores are facing tougher
competition and a threat to their market positions by the
emergence of shopping centres and specialty shops. To
maintain their market share and to increase sales, they are
thinking of branching out to the new towns, which have good
development potential.
The decision to branch out depends primarily on the
prevailing competitive and economic environment in the new
towns. In terms of competitive environment, it is seen that
the new towns have-already been well served by the existing
retailers, like supermarkets and shopping centres. In terms
of economic environment, the market of the new town is a
small and easily saturated one. People living in these towns
are generally of low or lower middle income and can't afford
buying the high price products in the Japanese department
stores.
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The collapse of Klasse and Da-Da, two of the biggest
local department store chains, has left over a vacuum of a
considerable size( as their branches were located in densely
populated commercial districts). The Japanese department
stores have considered filling the vacuum by setting up
branches at the sites of the collapsed stores. However,
they will have to face tough competition from the shopping
centres and other local Chinese department stores which have
already established a strong market base there.
6.2. Policies of control by parent company
As the business in Hong Kong is getting more and more
complicated, there is a need for more delegation of power to
the local management to make decisions, e.g. of product
procurement and pricing setting, so as to enhance efficiency
and flexibility in dealing with contingencies and changes in
market situations. Take Tokyu as an example, it is a
department store which has a high degree of autonomy, in
arranging distribution channels for incoming merchandise,
negotiating with suppliers, determining product mix and
implementing promotion campaigns.1 Mitsukoshi has a
centralized computer system linking up all its branches over
the world to enhance cooperation and coordination among
them.2 This enhances flexibility and reduces cost,
particularly when ordering of merchandise is concerned.
6.3. Product policy and price policy
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Japanese department stores in Hong Kong, perceiving
the changing life styles of the young cosmopolitan
population, which stresses the values of convenience,
efficiency, search for excellence and striving for a better
life, predict a rise in the consumption of goods like
luxuries and consumer durables, e.g. furniture and electrical
appliances. The product mix will gradually give more weight
to these goods.3 There will be a slight fall in the weight
of fashions in the product mix, as they are less profitable
perhaps due to competition from specialty shops.
In terms of price-quality mix, the department stores
will gradually go for the premium price-high quality type of
mix. There will be relatively more upper-middle priced
products for sale.
6.4. Promotions policy
Though the underlying principles and corporate missions
remain the same: maintain a prestigious image and offer high
quality, premium priced product fixtures, yet due to strong
competition from other retailers, notably specialty shops and
shopping centres, and the lack of a cultural and economic
heritage like that in Japan, it will take more time for the
Japanese department stores to develop a stable target market
in Hong Kong. The th.ree stores in the study appeal to as
broad a walk of life as possible, because if they target on a
certain group of customers too early, they may risk losing a
lot if such a decision is wrong.
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Their promotions aim now at projecting an image of
being a pioneer and a guide in life styles for the rising
middle class to follow. They also stress the concept of full
shopping pleasure and convenience.
With the gradual rise in people's living standards, the
Japanese department stores firmly believe that the trend in
consumption behaviour will be similar in Hong Kong and Japan,
and the appeal of high quality goods, luxurious atmosphere
and helpful service will help to fulfil the concept of
marketing of services, which they consider as a competitive
edge for department stores.
6.5. Summary
This chapter discussed the future of Japanese
department stores in Hong Kong. They hope to undertake an
expansion policy, but there are some practical constraints.
There are also some organizational problems which they want
to solve in order to make themselves more competitive.
Following the change in consumption pattern and facing
increasing competition from other retailers, they have to
ehnnapheir marketing strategies to adapt in future.
Notes
1. Data collected from interview.
2. See Mitsukoshi Handbook, pg. 18-19.
3. Data collected from interview.
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Chapter 7
REVIEW OF THE RESEARCH
This chapter is a review of.the study and makes some
concluding remarks about it. At the end of this chapter,
there are some recommendations on the subject matter, for
reference of others who may have some interest in this area.
7.1. Conclusions
The study contains case studies of three Japanese
department stores: Sogo, Mitsukoshi and Tokyu. In each case
study, five aspects of adaptation strategies were discussed:
market objectives, price profile, product profile, promotions
profile and place( or location) profile. Then there was a
comparative study examining the difference in adaptation
strategies between the three department stores. Afterwards,
there was a chapter devoted to comparing the Japanese
department stores in Hong Kong and those in Japan, with the
aim of highlighting the adaptation features that are common
among Japanese department stores which come to Hong Kong.
A number of conclusions can be reached from the
findings in this research.
Firstly, the customer profiles, in terms of
socioeconomic status, age and occupations, of the three
Japanese department stores( Sogo, Mitsukoshi and Tokyu)
overlap considerably. One explanation to this is the perfect
mobility of population from one place to another, especially
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after the installation of the MTR system. Another possible
explanation is that the three Japanese department stores have
yet to define a distinct shop image which can help to
identify their respective target markets.
Secondly, the Japanese department stores, in general,
adopt middle to upper-middle price/ high quality product
fixtures. In terms of product mix, fashions and luxuries
rank first and second in weight. This partly reflects the
consumption pattern of the customers, and the competitive
environment in which the Japanese department stores operate.
Thirdly, there is relatively more floor space let out
to consignments in a Japanese department store in Hong Kong
than one in Japan. It is perhaps due to different
distribution structures in the two markets. Moreover,
Japanese department stores in Hong Kong hold fewer cultural
activities and don't introduce some modern buying practices,
for example catalogue buying, which prevail in Japan. This
is perhaps due to difference in cultural and geographical
environment between Hong Kong and Japan.
Fourthly, it is found that the choice of sites by the
Japanese department stores in Hong Kong depends primarily on
1) if the site is in a traditional prime shopping district,
which has a natural force to draw in customers with high
consumption power 2) if the site is within an area which
benefits from a boom in commercial activities or tourism. It
seems that Mitsukoshi and Sogo considered 1), while Tokyu
considered 2), in their choice of shop sites.
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Fifthly, it is found that in general, all the three
Japanese department stores project an image of being the
fashion leader and the seller of top-quality, premium price
shopping goods which can reflect the latest cosmopolitan life
styles. But in actual promotions, it is found that each
department store is trying to appeal more to a particular
segment of the population. Mitsukoshi tends to appeal to
the mature, conservative, higher income customers.- Sogo
tends to attract those people having a dynamic, sensational
and innovative life-style. Tokyu wants to take on younger,
fashion-oriented customers.
Sixthly, further adaptations taken by the Japanese
department stores in product/ price mix and promotions
strategy depend on competitive structures in their present
markets and the popular consumption pattern. It is felt that
the Japanese department stores, in view of a change in
consumption pattern of customers and challenges from
specialty shops and shopping centres,will gradually adjust
their product line, in favour of more consumer durables and
discount-price products.
For the time being, they will not extend their business
to new towns, as the markets there have been well served by
existing retail institutions and that people living in these
towns have low purchasing power.
7.2. Review of the study
In the case studies of the three department stores,
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there is a lack of sufficient criteria to compare the
similarities and differences, in terms of adaptation
strategies, between the three Japanese department stores, as
revealed in the table of comparison. There are many implicit
differences and similarities between them which cannot be
revealed by observation or a limited-time interview. For
example: the management's perception of change in market
environment, the operational principles it takes when making
decisions and the factors it considers when formulating
marketing strategies. Such information is the key to
understanding the adaptation strategies of a department store
but it is difficult to get. To collect such information,
one needs to contact the top management of the department
stores directly, and must assume that they are willing to
reveal the information needed. Unless confidentiality is
guaranteed, there is a continued persisting concern, on the
part of the management, that their company secrets have been
leaked.
In the comparison of adaptation strategies between the
department stores, comparisons should be made not only
between the department stores in Hong Kong, but also between
the department stores in Hong Kong and their respective
mother companies in Japan. Most of the study is concentrated
on the former type of comparison. The study of the latter
type of comparison is constrained by lack of data, since it
is impossible to make a good comparison without collecting
every piece of specific, comparable detail about the
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department store in Hong Kong and its mother company in
Japan.
7.3. Recommendations
lice 5LUUy caii proviUe Soule pol1L5 O reference in
conveying a project on the adaptation marketing strategies of
Japanese department stores in Hong Kong, though due to lack
of data, the conclusions drawn are subject to further proof.
It is the hope of the author that in future, a more
comprehensive study of the subject can be made. It is
believed that, if the limitations mentioned in Section 7.2
can be overcome, there should be a qualified success in the
study of such a subject.
It is suggested that if a study of this subject is
undertaken in future, questionnaires should be used as a
method of collecting information, especially when a
comparative approach of study is adopted. There are two
reasons for that: Firstly, standardized comparisons can be
made. Secondly, questionnaires can reach the top management
and responses from them can reflect the strategic thinking of
the management much better.
If time and money are available, visiting the head
office of the department stores in Japan will be a good idea.
This can help to make an in-depth comparison between the
Japanese department stores in Japan and those in Hong Kong.
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Appendix 1: Letter asking for interview( sample)
P.O.Box 10000,
Hong Kong Central Post Office.
January 9, 1986.
Public Relations Manager,
Hong Kong Daimaru Department Store Co.Ltd.,
Causeway Bay.
Dear Sir,
1 am a MBA student in the uninese university of Hong
Kong. I am now undertaking a research project regarding
Japanese department stores in Hong Kong. The topic is
Adaptation of marketing policies of -Japanese department
stores to the market environment of Hong Kong. The aim of
this study is to analyse how-the Japanese department stores,
in view of a different cultural and economic environment like
that in Hong Kong, change their market strategies which they
use in Japan so as to adapt to the local situation. It is my
intention to have the project finished by early March.
To get more information regarding the subject, I would
like to have a personal interview with the management of the
department stores. Through in-depth, detailed and well
arranged dialogue, I hope that more useful and valuable
information about your store and the department store
industry in Hong Kong and in Japan can be obtained. In more
specific terms-, the interview will include the subject
matters of pricing adaptation, product adaptation, promotion
adaptation, place adaption and future prospects of the
Japanese department stores in Hong Kong. I would be much
grateful if you can give me such an opportunity.
If such an interview can be held, please inform me in
writing to the above address, so that we can make further
arrnagements.





Appendix 2: Copy of questions sent to the interviewee for his
reference
1. Can you tell me about the history of your department
store?
2. What are the economic and competitive environments of
operating department stores in Hong Kong and in Japan?
3. After accessing the market environment of Hong Kong, what
market opportunities do you have? Who are your target
customers?
4. Can you tell me the difference in quality and the type of
goods and services provided in your store in Hong Kong and
that in Japan? What cause such a difference?
5. What are the pricing policies of your company? What
factors affect your decision making regarding this?
6. Can you compare the location and purchasing policies of
department stores in Hong Kong and of those in Japan?
7. What kind of promotion activities does your store
undertake in Hong Kong and in Japan?
8. What are the problems your store has perceived after
coming to Hong Kong and how will such problems be handled?
Is your store going to establish branches here?
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Appendix 3: Questions for interview( detail)
1. Overview
1.1. What is the economic and competitive environment of
operating a department store in Hong Kong and in Japan?
1.2. What is the market share of Japanese department stores
in Hong Kong?
1. 3. What are the objectives of your department store's
coming to Hong Kong?
1.4. What opportunities did your store find in Hong Kong,
say, in terms of target customers?
1.5. What are your marketing objectives in Hong Kong, e.g.
product objective and price objective?
2. Product adaptation
2.1. Can you tell me briefly the product mix of your
department store? Is it different significantly from that
in Japan?
2.2. Where do the merchandise in your department store come
from?
2.3. What proportion of the floor space is reserved for
consignments? Does this letting policy have something to
do with the life-cycle or the marketing of the products?
3. Distribution adaptation
3.1. Can you compare the location of your store in Hong Kong
and that in Japan? What cause such difference?
3.2. Can you tell me the supply network of merchandise to
your store here and that in Japan/
3.3. What is the division of labour between retailers( e.g.
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yuur store ana the suppliers of goods in Hong Kong and
in Japan in the aspects of
a) promoting the products
b) extending consumer credits
c) servicing the products
d) displaying the products
e) gathering market information.
3.4. What factors affect the relationship between your store
and the suppliers of merchandise?
3.5. Can you tell me briefly the division of labour between
your Head store in Japan and your store here in Hong
Kong?
4. Promotion adaptation
4.1. What sort of promotion activities does your department
stores undertake in Hong Kong and in Japan?( Exhibitions/
cinemas/ displays/ point-of-sale reference/ publications/
discounts/ lucky draws)
4.2. What is the schedule of holding such promotion
activities?
4.3. What media do you use in dessiminating your message? Is
the choice of media affected by the choice of the target
market?
4.4. What are the major messages given in your promotion
activities?
5. Pricing adaptation
5.1. What kind of pricing policies ao you use in Japan ±LLU 111
Hong Kong( demand oriented or cost oriented?)
5.2. What are the rationale behind such pricing policies(
max. of profits/ max. of sales/ perception of image)?
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5.3. How are the prices of products adjusted in case of
foreign exchange fluctuations?
6. Future outlook
6.1. What is the perception of the retail industry in Hong
Kong?
6.2. Will your store further expand its business? If yes, in
what way?
6.3. Are there any organizational problems you have
encountered in Hong Kong after you came here? How are you
going to tackle them?
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